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Mission
We help our clients create stronger 
brands and better businesses.  
For some we help them find,  
keep and engage the staff they need.  
For others, we help them find, keep 
and engage the customers they need.  
And for many we do both. 



A few of 
the clients 
we work for

Whether they’re 
well-known names  
or smaller businesses, 
we love them in exactly  
the same way.



BrandShiftTM is a protected Trade Mark and subject to copyright in both text and images.
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The statement of 
intent as to what 
you stand for as an 
employer and how 
you want to be known 
within the audiences 
that matter to you
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Your strategy to 
appeal to current and 
future talent, those 
that will thrive in your 
shared journey
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Distinct, authentic 
and compelling

Building an EVP and Employer Brand: A Masterclass



We follow a proven, tried 
and tested process when 
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results every time.
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•	� Refreshed EVP to better 
reflect current identity,  
culture and aspiration

•	� Aligning with new Values, 
Behaviours and Strategic 
Narrative

•	� Attract, engage and retain 
talent needed to succeed

•	� Main aims to improve 
engagement scores and 
eNPS measure of advocacy

•	� Platform for longer term 
change and employee 
experience transformation

Why did we do it?
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•	� Staff turnover above 20% 
against a maximum of 6%

•	� Spending circa £600k on 
recruitment agencies

•	� Needed to lay a foundation 
for change with a driven  
HR strategy

•	� Who are we, what we are, 
what do we stand for

Why did we do it?
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MAN
EVP (Employee Value Proposition)



MAN
Employer Brand



MAN
Employer Brand Launch Video
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INTERACTIVE BROCHURE

YOUR HEALTH  
& WELLBEING IS 
IMPORTANT TO US 

Now more than ever, we want to remind you of the benefits we have  
in place to help you look after yourself, both in body and in mind.

Both these things are important to your overall health and wellbeing, and 
we can help you to find a balance that helps you both at work and in life.

We’re also conscious that recent, essential cost saving initiatives may  
be impacting you financially.

So it’s good to remember that, as part of your rewards package, there 
are a number of benefits you can take advantage of to help look after 
your financial and personal health.

If you’d like to know more or have any questions, please feel free to get 
in touch by emailing payroll@man.eu

FINANCIAL WELLBEINGHEALTH & WELLBEING

HEALTH & WELLBEING FINANCIAL WELLBEING

MAN
Health and Wellbeing



MAN
Recognition Scheme

SHOW THEM 
YOU’RE PROUD
OUR GUIDE TO RECOGNITION



MAN
Internal Comms



MAN
Employee Handbook

BEING PART OF THE PRIDE
YOUR EMPLOYEE GUIDE TO 
MAN TRUCK & BUS UK LTD

INTERACTIVE BROCHURE
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Championing our values, passion, and pride keeps us going in the right direction on our journey. Knowing where we’re 
going means we can continue to create greater opportunities, a vibrant and healthy workplace and careers everyone can 
be proud of. Our values are the core of our culture. They’re another source of pride and the foundation of who we are, 
what we do and how we do it. Our culture and our values are how we drive change together.

 CUSTOMER FIRST  
Our current and potential future customers are the starting point for everything  
we do. Our understanding of our end customers’ needs defines the value within  
our processes.
 

 RESPONSIBILITY   
We recognise that the Traton Group is part of a greater society. We always act with 
integrity and look beyond our immediate areas of responsibility, considering the  
long-term impact of our actions. We take responsibility as a group, and as individuals 
for the sustainability and development of the society and environment we are part of.

 RESPECT  
We respect each individual. Everyone can contribute, has the right and obligation 
to be heard, and has the potential to grow and learn over time. Respect is the 
foundation of all processes, all improvements, and all value creation.

  

 TEAM SPIRIT   
We work in teams towards a common goal, united by a joint purpose.  
A team includes everything from the smallest group of colleagues, through  
each brand, up to the Traton Group itself, and its partners. We work  
together in a transparent way, and we show the same team spirit in  
every team.

 ELIMINATION OF WASTE  
The tireless work to identify and remove actions and activities that have  
no value to our end customers – that no one is prepared to pay for.  
This kind of waste can take many forms – overproduction, overprocessing,  
under processing, waiting, lack of collaboration, not using human potential, 
biases, and many others. Anything that adds unnecessary costs to a process  
is wasteful, and all waste is disrespectful toward the people working in  
our processes. We continuously work to minimise unnecessary costs  
by eliminating waste.

OUR CULTURE & VALUES



MAN
Employee Advocacy Programme

BEING PART OF THE PRIDE
OUR EMPLOYEE  

ADVOCACY PROGRAMME

INTERACTIVE BROCHURE



MAN
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HOW DOES IT WORK?       WHAT ARE THE BENEFITS?      WHAT’S EXPECTED OF ME      WHAT’S IN IT FOR ME?      WHAT MESSAGE ARE WE TRYING TO SHARE?      WHAT NEXT 

CONTENTS
HOW DOES IT WORK? 
WHAT ARE THE BENEFITS TO MAN? 
WHAT’S EXPECTED OF ME? 
WHAT’S IN IT FOR ME? 
WHAT MESSAGE ARE WE TRYING TO SHARE?  
WHAT NEXT 



MAN
Employee Advocacy Posts



MAN
Next Generation Brochure

EARLY CAREERS YOU CAN BE PROUD OF
DISCOVER MAN 

APPRENTICESHIPS

INTERACTIVE BROCHURE



MAN
Pull Up Banners



Any 
questions?


